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Context
Annual Report explored as part of customer requirements of franchise 

East Anglia franchise research commissioned by Passenger Focus

Objectives were to understand passenger experiences

Improvement priorities also identifiedp p

Annual Report to customers shown as part of research process

Respondents given 5-10 minutes to browse the report

Overall impressions and sections briefly discussedOverall impressions and sections briefly discussed
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Method and sample
12 x 2 hour focus groups (and 5 depth interviews with disabled people)

L ti L d N i h I i h C b id Ch l f dLocations: London, Norwich, Ipswich, Cambridge, Chelmsford

User types: Frequent, infrequent and lapsed/non-users

Routes: Inter City, Main Line, West Anglia Outer, Rural, Stansted Express

Research conducted from 23 October – 4 November 2014

Report to Customers used as stimulus (one copy per respondent)Report to Customers used as stimulus (one copy per respondent)
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Initial reactions
Not sufficiently compelling to engage consumers.  Needs a stronger hook

No previous awareness in this sampleNo previous awareness in this sample

Assumed to be Financial Report

Customer focus overlooked

Low levels of claimed interest

Expect to be patronising / biased

Looks boring – flick through only

Assume to be dry/off-putting

Only read if on long journey

Expect to be online
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Managing Director’s message
Tends to reinforce stereotypical perceptions of TOCs rather than creating impact

Important to show 
th h f f
Important to show 
th h f f

Poor initial 
i i d t

the human face of 
the company

Makes the report

the human face of 
the company

impression due to 
volume of text

Therefore likely to

Makes the report 
and TOC feel 

more accessible
Therefore likely to 

skip or dismiss 
altogether

Ideally bigger picture 
and less text

Expect to be full 
of insincere 
platitudes

Only been in the 
job for a few 

weeks!p

Feedback 
welcome but no 

d il !

weeks!

Creates an immediate 
credibility problem 
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Train service performance
Would be interesting to compare with targets proposed in franchise bid

Potentially Some younger 
respondentsinteresting 

content since 
relevant to all

respondents 
questioned 

legitimacy of source

Natural inclination 
is towards 

summary graphic

Assume data will 
be manipulated 

with a positive spin
su a y g ap c

Would be more 
interesting to see

Claimed to provide 
all information that 

t ld interesting to see 
comparison of 

Abellio vs other TOCs

most would 
require

Text claimed to be 
irrelevant

Likely to be due in 
t t ti i

Some failed to 
notice only AGA 

routes shown
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to read report
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Customer service
Honesty of showing decline in Autumn satisfaction figures appreciated

However, attention 
almost always 

Expect to be 
people-focused 

since about 
customer service

dominated by NRPS 
data

N d t hcustomer service

Gravitate towards 
i l th th

Need to show 
source more clearly 

and explain (to 
enhance credibility)visuals rather than 

text therefore

enhance credibility)

Transparency of data 
helps to create trust

Non-users found 
details in copy more 

informative and

helps to create trust 
among customers

informative and 
interesting Would be better if 

AGA specific rather 
than industry figures
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Trains
Interesting from a personal perspective rather than as an enthusiast

Reasonable level 
of interest in 
information 

relating to trains Many interested in 
seeing interior of 

Some 
dissatisfaction with 

current rolling 

proposed new train

But disappointedg
stock so addresses 
an area of current 

concern

But disappointed 
by rows of 3+2 

seating that look 
narrow and 

W ld b l t

uncomfortable

Would be cleaner to 
devote whole page to 

trains and start 
Stations section on
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Stations section on 
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AGA Annual Report



Stations
Legitimate content but some disappointment if own station not mentioned

High level of 
claimed 

theoretical 
interest Evidence of lower 

enthusiasm for this 

In spite of or due 
to current 

satisfaction with 

news in Ipswich

Less interested in
station 

performance

Less interested in 
hearing about what 

happening 
elsewhere on the 

Probably due to 

network
Encouraging 
to read about 
upgrades and

perceived need for 
investment at their 

local station

upgrades and 
improvements:
- cycle point
- TVMs

f iliti
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Marketing
Potentially interesting subject suffers from being low down on the page

Sections will have 
more impact as one 

page (rather than two 
half-pages)

Sponsorship activity 
claimed to be of low 

relevance

Minimal interest

Information on 
following page 

feels like an 

Page positioning 
appears to indicate 

low importance
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Community
Interest in CSR correlates with extent of perceived personal / local benefit

R i tResistance 
compounded by 
relevance issuesResponses 

somewhat mixedsomewhat mixed 
across the sample

Minimal interest in 
reading about 
t k l tiAGA i l t i network locations 
outside own 

immediate area

AGA involvement in 
activities mentioned 

welcomed in principle

Some reluctance to 
hear about how 

others benefitting 
from AGA’s

But should be on 
website rather than 
used as a publicity

February 2015 Page 11
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used as a publicity 
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Our people / Connecting people
Feels a bit like back-patting and padding at the end of the report

More appropriate 
content for a staff 

magazine than 
the Customer 

Report

Or could be 
included in the 

Customer Service 

Content too thin to 
justify a dedicated

section

Minimal interest 
among users and justify a dedicated 

section
among users and 

non-users

Could be combined 
with Our people
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Awards
This format should be used as the template for future Customer Reports

Generally thought Majority of comments Generally thought 
to be interesting 
(and surprising)

focused on 
presentation rather 

than content

Seems a shame 
to be tucked away 

on the inside 
back co er

Universally 
regarded as a 
considerable back cover

Bullet-point style felt 
Especially since 
many unlikely to 

improvement 

p y
to be more attractive 
and accessible than 
paragraphs of text

y y
get this far in 

reality
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Annual Report to Customers - summary
Opportunity for improvements that may help build relationships in future 

Low enthusiasm initially

Not acknowledging commuter relationships

Not building relationships with less frequent usersg p q

Can impact positively on perceptions of trust

- honesty with performance data- honesty with performance data

Greater transparency would help

comparison with other TOCs- comparison with other TOCs

Interest may relate to relevance

ti b t ld h l- reporting by route could help

Worth considering other channels
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Reflections on the Abellio Greater Anglia Annual Report

There’s too much emphasis on them 
patting themselves on the back about Calling it an Annual Report 
how well they’ve done and it’s only at 

the end that you get more human stories 
that are a bit more interesting

[London, Main Line]

g p
makes me think that it will be 

full of statistics and that it 
would be boring so I wouldn’t 

want to read it[London, Main Line] want to read it
[London, Main Line]

It doesn’t tell you how they have 
performed compared to what they said

I don’t care whether Bishop 
Stortford has got a combined 
t i d b ti k t th l performed compared to what they said 

they were going to do when they took 
over the franchise, which would be 

interesting

train and bus ticket, the only 
thing that’s of interest is the 

punctuality table and the 
customer satisfaction bit g

[Ipswich, Main Line]
customer satisfaction bit

[Ipswich, Main Line]
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